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According to American Marketing Association (2004) "marketing research is the function that links the consumer, customer, and public to the marketer through information -information used to identify and define marketing opportunities and problems; generate, refine, and evaluate marketing actions; monitor marketing performance; and improve understanding of marketing as a process. Marketing research specifies the information required to address these issues, designs the method for collecting information, manages and implements the data collection process, analyzes the results, and communicates the findings and their implications". The marketing research is definetly an indispensable process for any organization, the need for it growing along with the market development, the higher competition, the increased consumer requirements which become more diverse and sophisticated. This paper tries to notice both how the marketing research market developed in the EU countries after 2000 and the impact of the general economic development of the member states on its evolution. The analysis is based on the latest official data from Eurostat.
In order to estimate the size of the marketing research market we have used data regarding the turnover in the field of "market research" and the number of organizations working in this area.
The marketing research market on the EU level after 2000
The marketing research market on the EU level is more than 19 billion euros (according to the data for 2011), in terms of turnover. The number of organizations which operate on this market was in 2010 above 37 thousands. The both indicators registered an growth after 2000 -year when the values were under 16 million euros turnover and under 32 thousand organizations respectively. Referring to the main features, we can actually consider that the EU marketing research market is divided in two parts -the market of the old (richer) countries and the market of the new (poorer) members of the EU. Thus, in the old member states (EU-15), the market is characterized by maturity, its dynamics being relatively stationary or, respectively, slightly increasing since 2000. Approximately 90% of the market (according to the data for 2011) belongs to the old EU member states (over 17 billion euros). The average turnover per organization involved in marketing research is, in most of the old states, much more above the EU average -48 thousand euros in 2010 respectively. On the other hand, in the new EU member states (Poland, Slovenia, Hungary, Malta, Cyprus, Latvia, Estonia, Lithuania, Czech Republic, Slovakia, Romania, Bulgaria, Croatia) the marketing research market after 2000 was characterized by an accelerated evolution, in some of these states increasing even 5 times its size. The upward trend emphasizes that the market is in its growth phase, but the average turnover per organization is in all the new members states under the EU average. Although the market development after 2000 was very fast in these countries, they have just about 10% in the total of the EU market (according to the data for 2011).
As expected, the onset of the economic crisis in Europe made its mark on the dynamics of marketing research market in all the countries, so that it registered involutions from this point of view. We can notice that after a fall that began in the period of time 2007-2009 (earlier or later in each country respectively), in the member states the marketing research market regained an upward trend, in some cases even exceeding the level achieved before the onset of the crisis (Sweden, Belgium, Poland, Slovenia and Romania). On the other hand, in the rest of the EU countries the market research market has not reached the level registered before the economic crisis, some of them being even under half the level achieved prior to the onset of recession (Italy, Portugal). Note: The turnover dynamics has been calculated for the last year for which we have data (2011), as well as for year before the fall of marketing research market caused by the onset of the economic crisis. The relationship between the economic development and the evolution of the marketing research market in the EU countries in 2011
The impact of the economic crisis on the evolution of marketing research markets is justified precisely by the relationship between the economic development and the level achieved by the studied market. Thus, studying the relationship between the gross domestic product and the turnover in marketing research registered in the EU countries (except Malta), we can notice the existence of a strong and direct connection between the analyzed variables (the correlation coefficient is 0.81). Also, applying the statistical significance T-test we have got a calculated t value of 6.983, which for a significance level α of 0.05 and 25 degrees of freedom shows that there is a significant correlation coefficient (the corresponding theoretical t value is of 2.060). 4,000 5,000 0 500,000 1,000,000 1,500,000 2,000,000 2,500,000 3,000,000 Turnover (Millions of Euros)
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Note: for lack of available official data we have used the turnover in 2010 for Ireland and in 2009 for Greece 
Țimiraș
Studying the relationship between the variables investigated by categories of countries -the old (EU-15) and the new EU member states -we have noticed a stronger connection between the level of economic development and the level achieved by the markets in the new states. Thus, on the level of the 15 old members of the EU, we have obtained a direct correlation, the calculated coefficient being 0.754. In the case of the new EU members, the strength of the studied relationship (the correlation coefficient) is of 0.9686 which attests a deterministic connection between the two variables. In both cases, using the T-test for testing the correlation coefficients we have noticed that these are significant for a significance level α = 0.05. So, we have obtained for the values of the indicators registered in the old EU members a calculated t value of 3.992 (the corresponding number of degrees of freedom being 13) and on the level of the new EU members a calculated t value of 12.321 (for 10 degrees of freedom).
Conclusions
In conclusion, the marketing research market of the EU has developed diferently in the old and in the new member states. Thus, in the new EU member states, the evolution has registered an accelerated dynamic, in fact, the market being in the growth period. In the old member states where the marketing research market has got to the maturity stage, the dynamics has been either positive but with low growth rates or stationary. Approximately 90% of the marketing research market of the EU belongs to the old states and about only 10% to the new members. The economic crisis has left its mark on the evolution of the marketing researches market, in all countries of the EU, so that there was involution along with the onset of recession.
The relationship between the size of the marketing research markets and the general economic development is a strong and direct one, both on the level of the EU market as a whole as well as by types of EU countries, a stronger conection between the turnover in marketing research and the GDP being registered in the new member states.
